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The ever-increasing competition in dyestuff
marketing in Hong Kong has caused dyestuff suppliers to
think about to breaking away from the realm of pure
product marketing. Dyestuffs can no longer be seen as a
physical product only. What dyestuff suppliers offer to
their clients is actuality a Total Offer-- a physical
product plus many other service elements that are of
value to the purchaser. The recognition of the service
elements in the marketing concept should assist in
enhancing their overall competitiveness. This is
especially important for the traditional suppliers, who
need to increase the perceived value of their offerings,
and to defend their business against the new
nontraditional suppliers who offer imitation (parity)
products at very low prices. The semiquantitative work
presented in this research report studies the various
elements in the sphere of dyestuff marketing via a
questionnaire survey.
In the first section, the various factors
preceived to be important in dyestuff purchase decision
process were identified and evaluated. Analysis was
conducted via different market segmentation methods.
The core factors in the purchase process were found to
be product uniqueness, supply, and quality performance
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consistency. Other factors of secondary importance were
technical support, commercial services, supplier's
reputation and price-related factors. It is important
to note that the price factor was found not to be the
most important criterion in the dyestuff purchase
decision process. Realistic supplier attribute profiles
derived from various market segments were obtained.
In the second section, the relative positioning of
various dyestuff suppliers in Hong Kong was mapped out
using the criteria identified in the first section. The
mapping was achieved through an analysis of the current
main suppliers and the suppliers with perceived top
performance. A study of the strengths and weaknesses
of different suppliers in the market place and the
expected supplier attribute profiles can enable a
supplier to better formulate its service package and
marketing strategy.
In the last section, a price vs service package
trade-off was studied for various market segments. The
real worth of service in dyestuff marketing was
evaluated. It was found that the worth of services
are much higher when they were already in place and
experienced by the customers promoting new (previously
unexperienced) service-elements seemed relatively less
fruitful. Implications from the results of this work
are discussed. Future research suggested were detailed
elements of services, aspiration of, factories during
periods of change, and the role of personal selling
(guanxi in particular) in dyestuff marketing.
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Price competitiveness has always been regarded as
the most important factor in dyestuff marketing in Hong
Kong. It is normally used by most suppliers as the only
means for entering into business transactions with
dyeing factories. Services, however, are perceived only
as extras.
The advent of nontraditional suppliers, with very
cheap but similar products, has caused the traditional
European suppliers to review their product-oriented
marketing strategy. One obvious alternative is to use
the concept of total offering: physical products and
complementary services.
However, before a rational marketing strategy can
be formulated, it is of vital importance that a dyestuff
supplier understands fully the aspirations of its
customers and its own strengths and weaknesses in the
market place. Very little work has been conducted on
this subject, however. The value of the current study
is to explore this important area in dyestuff marketing
no similar work has been found in the literature.
The personal interviewing approach adopted by this
study is particularly relevant, for it can assist in
establishing an informative desired-supplier attribute-
profile. It is hoped that the results of this research
report can not be only an useful contribution to the
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scarce dyestuff marketing literature but also
useful to dyestuff marketers in Hong Kong. In addition,
the research results may also be of wider application in
industrial marketing in general. Implications from the
results of this may lay out a path upon which further
research could embark. It is only through similar
practical research that a supplier can understand its
real customers better, serve them better, and perform
better in the market place.
I wish to express my sincere thanks to my
supervisor, Dr N B Holbert, for his continual guidance
and valuable advice throughout this research work.
I also wish to thank all the interviewees for their
co-operation, contribution and patience.
Last but not least, I want to thank my wife, Kin
Ming and my sons, for their patience and forbearance
during the many evenings that have been devoted to the




Company A* is one of the world's major suppliers of
dyestuff and fine chemicals, with its headquarter and
main technological base in Europe. The Company
supplies its products to various industrial segments,
but the major outlet, however, is the textile dyeing and
wet processing industries. In Hong Kong, its products
are sold through a local agent, but the company still
maintains direct market contacts via a local subsidiary
company. This local subsidiary company controls the
normal marketing functions, such as price, product and
promotion strategy. Besides, there is also a technical
section equipped with a customer service laboratory for
providing technical support to customers in the
marketplace. The Company has always been regarded as
one of the leading European dyestuff and chemicals
suppliers in Hong Kong..
* "Company A" is a leading chemical manufacturer. The
study is based on work done for Company A, which will be
anonymous. Henceforth, it will be referred to as the
Company.
2In early 1987, the Company completed the exercise
of headquarters reorganisation that was initiated in
1985. The main objectives of the reorganisation were to
trim down staff force in the headquarters and hence to
reduce operating costs, and to decentralize the
headquarters organisation into smaller operating units
so as to be more efficient and effective in running the
business under the prevailing dynamic marketing
environment. However, this exercise had also caused
some inconsistency in supply and quality, though these
problems have now been overcome.
Over the last three years, absolute sales in Hong
Kong have been flat. However, in view of the prevailing
overall growth in total market, there has been a loss in
market share. According to some Government and internal
statistics, the Company has been able to maintain market
share among the leading European suppliers, but
apparently has lost overall market share. The share
loss has been due to the nontraditional suppliers
(NTS)*. In order to increase sales and to regain market
share, the local agent has been pressing for price
reduction for the following reasons:-
NTS is the accepted abbreviation used by the leaaing
traditional European suppliers for denoting
non-European suppliers from the PRC, Taiwan and South
Korea.
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(1) Availability of certain very cheap generic
(quasi-equivalent) dyestuffs from the NTS ex the
PRC, Taiwan and South Korea. Very often, these
products could be up to 30% cheaper in price and
(2) Product portfolios and customer services of the
Company are inferior to other leading European
suppliers.
The Company does not agree with the proposal of
price reduction because the move not only would reduce
profit margin but also very likely would initiate price
wars. Looked at from the supplier side, like many other
industrial manufactures, the traditional marketing
strategy of the Company has always been production-
oriented, that is focused on the product itself. All
the promotions have been centered on the quality, and
the technological and application benefits of the
physical products. This is in spite of the fact that
the Company is also actually providing good technical
services via the local customer service laboratory and
good commercial services via the local marketing office.
In other words, the physical product-- dyestuffs-- has
always been regarded as the only element in the product
mix, whilst all the other elements were overlooked in
promotion.
Looked at from the bu er side, experiences from
other markets also suggest that price is only one of the
key factors in the dyestuff purchase decision, and that
there are many other important factors that have to be
considered, such as physical product quality,
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technological and services competitiveness.
The Company wants to modify its traditional
promotion strategy of physical product so as to include
"new elements" into the product mix, to persuade
customers that they are not only buying a physical
product-- dyestuffs--, but a "total product." That is
to say,the new thinking is to emphasize that surrounding
the core product of dyestuffs, there are many added
values of "services" (or the "service package") which
should provide customers with many benefits such as
prompt delivery of quality products, technical back-up,
etc. With this new concept, the Company reckons that it
can provide services better than the NTS and equal to
that of the leading European suppliers. The new
strategy should also help the Company in differentiating
products from the cheap NTS "equivalents".
The headquarters in Europe has done some internal
studies on the "service elements" in the total product.
However, because of the inherent specific
characteristics, it would be more logical for the
individual geographic markets to carry out their own
market analyses, and to work out their own Service
Package" in line with local requirements. Besides, it
is also important that elements of the "Service Package"
are derived from the customers, the bu er side, as well
as from internal desk surveys from the supplier side.
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Statement of Problems and Reserach Objectives
The elements in the Service Package are closely
interrelated. The identification of these elements and
the determination of their effects in isolation are
difficult. Usually a customer considers these factors
collectively in the purchase decision process. Besides,
it is also very often that individual factory or market
segments will see their desired service elements
differently.
The objectives of this research project are:-
(1) To identify and evaluate important factors in the
dyestuff purchase decision
(2) To develop optimum "service elements" in the total
product mix and to formulate a service package with
respect to market segments
(3) To assess the reputation of the company vs
competitors in the market place and
(4) To evaluate the "value" of the service/price trade
off.
These facts and data should enable the Company to
formulate a rational marketing strategy compatible with




In the literature of marketing, there have been
many discussions on the similarities and differences
between marketing of goods and services [1] (Ryan and
Wittink 1977). Goods marketing and its strategic
implications have been well defined, well studied and
practised. On the other hand, services marketing was
seen to be new and to be different because of the varied
inherent characteristics of physical goods and services
[2] (Brown and Fern 1981). The main characteristics of
services that have led to the apparent differences are:-
(1) Intangibility
Services are intangible. Promotion of services is
therefore difficult because the customers cannot really
see, feel, hear, taste or smell the service as such.
Besides, intangible services cannot be objectively
inspected and evaluated before they are bought and
consumed. On the contrary, physical goods can be
touched and seen they. can appeal to the potential
customers. In fact, Bateson [3] (1979) argued that
intangibility was the key factor in differentiating
goods marketing and service marketing.
(2) Perishability
Services cannot be stored. Physical goods, on the
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other hand, are produced in a factory, sold or resold
through the distribution channels and then finally
consumed afterwards by the endusers. However, this does
not apply to services which, to a great extent, are
usually consumed at the same time as they are produced.
Because of the perishability of service, one would
anticipate problems due to demand variation with time.
Sufficient resources should be well planned and optimum
strategies should be formulated in order to match supply
and demand in services industries [4] (Sasser 1976).
(3) Inseparability of production and consumption of
services
Services are usually produced and consumed
simultaneously. Therefore, very often, they cannot be
separated from the service providers and receivers.
Inseparability also forces the customer into intimate
contact with the production process [5] (Carman and
Langeard 1980).
(4) Heterogeneity of output
Services are highly heterogeneous. Because
consumers are often substantially involved in the
production and consumption of service, so services are
usually highly variable and are characterized by the
differences between individual customers' needs. In
fact, services are usually tailor-made to the customers'
own specifications therefore, there is no set standards
in the output of services. For the same reason, from
the customer's point of view, it is also difficult to
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judge the quality of services to be purchased. In this
particular respect, the image and word of mouth are
important.
These four unique characteristics of services,
their associated problems and suggested marketing
strategies to overcome the problems were comprehensively
reviewed by Zeithamal etal [6] (Zeithamal, Parasuramer
and Berry 1985). A very interesting update was given by
Orsini [7] (1987) who compared the extended domains of
service marketing vs goods marketing.
Because of the differences between goods and
services that may lead to different strategic
perspectives, there have been many debates on the
classification method of a "product", whether goods or
services. Traditional methods of physical tangible
goods classification...such as convience, shopping,
specialty, impluse, unsought, etc... may not be
applicable to intangible services.
In actual fact, in view of the diversified nature
of "products" found in the market, it is not feasible to
use a simple polarised classification system of either
goods or services. Various methods have been proposed
for rational classification of "products". For example,
"scale of marketing entities" was suggested by Shostack
[8] (1977) to classify "products" ranging from a
tangibly dominant product on one end and intangibly
dominant services on the other end of the scale. In
between, there are considerable number of bundled
offerings of various natures. A similar continuum-based
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definition of goods and services was also proposed by
Rathmall [9] (1966), whilst Levitt [10] (1980) suggested
the concept of goods/service bundles or augmented
products. Lovelock focused on specific categories of
services, and proposed five schemes for classifing
services in ways that thanscended narrow industry
boundaries [11] (Lovelock 1983) More recently,
Goodwin [12] (1986) proposed a four-cells matrix
approach based on the dimensions of consumers'
commitment and power in the role relationships for
service classification. A more general product
classification scheme was devised by Bell [131 (1981)
who adopted a matrix approach. Under this matrix
scheme, products are classified according to their
degree of intangibility and extent of customer
involvement in the process. This two-dimensional scheme
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The strategic implications of this matrix approach
to the classification of marketing goods services have
been treated in the literature [14] (Bell 1986).
All these studies suggested that most products
available are neither pure goods, nor pure services. In
practice, it would be more logical to regard a product
or any product, from the customer's view point, as a
bundle of benefits augmented with both tangible goods
and intangible service elements [15] (Enis and Roering
1981). What the buyer really wants, is a combination of
all these attributes. Therefore, for successful
marketing of a product, it is important to understand
buyers' perspectives, to evaluate these attributes, to
find out the exact benefits desired by customers and
then to develop a compatible marketing strategy to
deliver these benefit bundles in a form of total
products to the satisfaction of customers.
The same arguement holds true for industrial
products. The importance of the concept of augmented
tangible and intangible elements in industrial marketing
was rightly emphasised by Gronroos [18] (1986) in his
total quality concept. Under this concept of
offering, in additional to the physical goods, there are
also many service-like elements, e.g. technical
services delivery, distribution and warehousing
systems claim handling procedures customer training
RD systems invoicing routines quality control
procedures etc. All these elements should be utilized
properly and customer-orientatedly in order to ensure
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that customers better perceive the notion of total
quality. A similar concept was suggested by Brown and
Fern [2] (1981) as the total market offering.
The marketing of dyestuffs, like that for many
other industrial products, has always been
production-oriented with promotion centered on the core
benefits of physical goods only. In fact, dyestuff
offering does not have any fundemental difference from
the general product offering, in the sense that it is
also augmented with both physical and service elements.
The benefit bundles seen by the customers are composed
of both the dyestuffs and services. Most of these
services are already provided, to various extents, by
the leading European suppliers. Unfortunately, these
service elements have never been properly utilized in
the marketing mix. The adaptation of the new conceptual
product classification calls for a review of strategy in
dyestuff marketing. The intangibility of the service
elements, however, requires dyestuff suppliers to try
hard in order to obtain a real understanding of just
what the customers want, and what the customers'
perception of benefit bundles are. Besides, the bundle
should be so formulated that it can be seen as a desired
benefit for a particular targeted customer. It is
important to find out which attributes are most
important to the customers' purchase decision- a
process called value engineering as suggested by Thomas
[17] (1978). A search through recent marketing
literature [18] revealed that there was, in fact, very
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little work done on the study of specific industrial
product attributes and their importance in the buying
decision process. Most published works were mainly
centered on the conceptual scheme in analysis of
industrial buying behaviour [19] (Wind, Green and
Robinson 1968), [16] (Gronroos 1986). No work has been
published on dyestuff marketing in general, not to





in order to achieve the objectives of
identification and evaluation of customers' perception
of Service Package, determination of the trade-off
between price and quality, and evaluation of current
suppliers' performance, the research methodology adopted
in this project was mostly based on primary data
collection through personal interview, supplemented by
some secondary data collection. The dominance of
primary data collection in the methodology was due to
a scarcity of published relevent information.
Secondary Data Collection
Cost Structure of a Dyeing Process
As dyestuff cost is an element of the total dyeing
production cost, it is necessary to understand the
general cost structure of a dyeing process when
interpreting research results. This information can be
obtained form trade journals and internal sources.
Market Segmentation
It is generally agreed that market segmentation
according to buyer behaviour and market characteristics
are pivotal in market strategy formulation and
development. In the dyestuff trade, the general
practice is to segment dyeing factories according to
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functionality: processing methods, and substrates'
physical form etc. Under each subsegment, the factories
are further grouped according to size. This information
can be obtained from internal reports of the Company.
It is obvious that elements of the purchase decision
depend on the particular factory set up with respect to
product quality, company policy and factory size etc.
Market segmentation information is also useful in sample
selection for personal interview. Besides, the use of
marketing segmentation in the final analysis of the
research results should enable one to have an indepth
understanding of what certain group of customers want,
to identify niches where the Company is strong or weak,
where the competition is less active or where there are
opportunities.
Establishment of Sample Frame for
Primary Data Collection
A sample frame for the personal interview exercise was
compiled from research on Government statistics,
publications of the Hong Kong Trade Development Council,
the Hong Kong Productivity Council, various trade
association directories, the telephone directory and
information available internally within the Company.
Establishment of a Dyestuff Purchase
Decision Factor Data Bank
Desk reseach was conducted to uncover internal
documentation, e.g. Previous market surveys, sales
15
statistics, customer visit reports etc, and relevant
articles in trade journals in order to identify factors
probably considered by factories in the dyestuff
purchase decision process. Factors thus identified were
used in the questionnaire for primary data collection.
Primary Data Collection
In this research report, personal interviews
were used in primary data collection. The interview
was basically a structured one with a set questionnaire.
However, because of the complexity of the subject, it
was found to be very important that the interviewer had
to guide the respondent during the interview, and to
help in clarification if necessary, so as to ensure that
every respondent had the same understanding of the
questionnaire.
Sample Frame and Sample Selection
According to the latest Government statistics,
there are around 400 textile dyeing factories with
diversified functions in Hong Kong. Among them there
are about 250 factories that account for about 90% of
the total market size.
A stratified optimum allocation sampling method was
used, based upon market subsegments to be discussed
later. The sample size was 52 factories. The sample
elements (the interviewees) were key dye purchase
decision makers in the respective factories. For the
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textile dyeing factories in Hong Kong, usually there is
only one key dyestuff purchase decision maker in a
factory he may be the owner, the factory manager or the
head dyer. Joint decision making, involving more than
one person may also be encountered occasionally. In
this case, it is important to identify the real major
decision maker for the interview. For this survey, the
interviewees were identified from internal documents.
Questionnaire Design
A structured and undisguised questionnaire
was employed. This approach is quite common in
industrial market research [20] (Cox, Dominguez 1979).
The drafted questionnaire was pretested by interviewing
five randomly selected customers. Problems and key
issues encountered were elucidated and the
questionnaire was modified accordingly. The
questionnaire (see Appendix) consisted of four
sections:-
a. Evaluation and identification of factors in the
purchase decision (Questions 1-12).
In this section, the respondent is asked to rate
various purchase decision factors on a 0-10 scale.
These factors are:-
i. Product features in terms of ease of
application, fastness properties,
productivity and reproducibility
ii. Timely supply on a continuous basis
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iii. Product quality consistency
iv. Price: absolute price level
v. Price: pricing flexibility
vi. Routine technical services
vii. Expert assistance and trouble
shooting services
viii. Packaging
ix. Payment terms flexibility
X. Commercial services
xi. Reputation and
xii. Others- any other factor perceived to be
important by the respondents.
This list was established by literature survey,
expert knowledge and in depth discussions with several
key customers.
b. Positioning (Question 13)
By considering the purchase decision criteria
independently, the respondent is asked to select
three key dyestuff suppliers of top performance
under each individual attribute. This part of the
questionnaire was to assist in establishing a
positioning map of various suppliers in the market.
c. Correlation (Question 14)
The respondent is asked to evaluate the performance
of his current main dyestuff supplier using the
criteria established under the data bank. The aim
is to correlate the respondents' perceived and
actually practised factors in the purchase decison.
d. Price and Service Package trade off analysis
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(Question 15)
In this section, the respondent is asked to weight
the trade off between elements of price and
services when switching and not switching
suppliers. The objective of this section is to try
to establish the worth of Service Package in
more tangible terms.
Administration of the Personal Interview
For each interview, an appointment was made in
advance by telephone with the interviewee. Each
interview lasted for about 30 minutes. It was purposely
arranged that the interviewer and the respondent went
through the questionnaire together so as to ensure that
the respondents had the same understanding of the
questions. No attempt was allowed, even at the request
of the respondent, to leave the questionnaire behind for
completion afterwards this could make certain that the
respondents were giving their very first and obvious
perceptions in the evaluation process. In spite of the
fact that the questionnaire was structured, additional
information was obtained by supplementary questions and
discussions conducted after the questionnaire interview.
In order to minimize biased results, it was
explicitly mentioned before conducting each interview,
that the exercise was actually part of a CUMBA reserach
project and not for any particular dyestuff supplier.
The whole interview survey was planned so as to be
completed within four weeks in order to avoid any undue
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extraneous influences from price increases, supply
shortages, etc.
Analysis of Results
The final questionnaires were checked for clarity,
readability, consistency and completeness. Because of
the relatively small sample size, manual tablulation and
calculation were used. Standard statistical techniques
were employed to identify and quantify key factors in
the dyestuff pruchase decision process with respect to




ANALYSIS AND DISCUSSION OF RESULTS
Analysis of the Factory Samples Interviewed
The textile wet processing industries can be
divided into many different subsegments according to the
dyeing application methods (e.g. batchwise and
continuous), form of substrate (e.g. yarn, knitgoods and
woven fabrics), type of fibres processed (e.g. wool,
cotton, polyester etc), stages of process (e.g. dyeing
or printing) and machine types (e.g. yarn dyeing can be
carried out in hank or in package dyeing machines). In
Hong Kong, thei traditional segmentation method employed
by the dyestuff suppliers is by functional segmentation
according to the combination of substrates and type of
processing methods employed. These include:-
1. Knitwear piece dyeing factories-
Size varied, but are usually small to medium.
It is the biggest segment in terms of the
number of factories
2. Knitwear yarn dyeing factories (package dyeing
machines)-
A new segment created to cope with fashion
trend initiated a few years ago. Factories
are usually small and medium
21
3. Knitwear factories with both piece and yarn dyeing
equipments-
They are usually big factories and are
traditionally the piece dyers that have
expanded into the package yarn dyeing trade
4. Knitwear/sweater yarn dyeing factories (hank dyeing
machines)-
They are traditionally the wool and acrylic
dyers as contrasted to the above factories
that process mainly cotton and
polyester/cotton blends. Their production is
mainly for the sweater trade
5. Woven fabric factories-
They consist of a few big continuous dyeing
factories and many medium/small jigger dyeing
factories and
6. Miscellaneous factories-
They are usually small factories processing
sewing thread, silk, nylon etc.
This classification method of relating dyestuff to
its end use is useful in practical promotion campaigns
because a particular type of dyestuff is usually
applicable to a specific functional segment only.
Besides, it is also very useful in forecasting dyestuff
demand by analysing activities, colour and fashion
trends, of these individual segments. However, it is
well known that, in the textile dyeing trade, the buying
population is quite multi-faceted. Thus, an attempt has
been made also to look at the factories interviewed
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from a different angle of segmentation, i.e. by the size
(production capacity) of a factory. The following
classification scheme is adopted:-





Overall, 52 factories were interviewed and the
analysis of these factories using the above two
different segmentation methods is shown in Table I
(Page 23).
In Hong Kong, there are about 350-400 dyeing
factories of widely different sizes and disciplines and
most of them are in the 2 and 1 size categories.
However, the dyestuff consumption volume is actually
dominated by about 100 factories only and it was
essential that they be adequately represented.
Therefore, in the current study, several key and
influential factories have been purposely included in
order to ensure a good picture of the market place. In
fact, the production capacties of the samples represent
about 45% of the industry total.
23
TABLE 1
Factory Samples Analysis by Segmentation
(Number of Factories)
Factory Size Total NumberFunctional Segment
of Factories4 3 2 1
2 6 6Knitwear- piece 14 (27%)
Knitwear- 1 5 1 7yarn package (13%)
5 1 4 1 11Knitwear- yarn and piece (21%)
Knit wear- yarn hank 1 4 5 (10%)
Woven Fabric 2 2 2 3 9 (17%)
Miscellaneous 2 4 6 (12%)
7 7Total Number of Factories 19 19 52
(Relative Percentage) (100%)(13%) (37%) (37/1(13%)
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Analysis of Desirable Attributes of a
Dyestuff Supplier
According to Webster and Wind's comprehensive model
of organizational buying and selling [21] (Webster
Wind 1972), the buying decision process can be divided
into six influence categories: environmental,
organisational, interpersonal, individual, buying
decision factors and the nature of the decision process
itself. One of the objectives of this study is to
identify and evaluate the buying decision factors, to
study customers' view of an ideal dyestuff supplier and
to learn if the desirable supplier attributes differ by
segments. The buying decision factors studied are:-
the properties, uniqueness of the(1) Product
dyestuff
do the factories have supply(2) Supply
whenever needed?
quality consistency in(3) Quality
performance especially in
terms of shade, strength
and application properties, etc.
the unit price after taken into(4) Price Level
consideration the relative
tinctorial strength
is a supplier flexible in(5) Price
handling price?Flexibility
this applies to service of a
(6) Technical
relatively routine nature such as
Service
colour matching, fastness testing,
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training of factory people etc
the ability of a supplier to(7) Technical
provide expert knowledge,Backup
trouble shooting services, to
provide information on new
technological trend, and to
assist client factories to
upgrade their product quality
and production effeciency
the quality of dyestuff drums(8) Packaging
and markings
in Hong Kong, dyes are usually(9) Payment Term
sold exstock with credit termsFlexibility
ranging from one to six months.
a very general term relating to(10) Commercial
all services provided other than
Services
the technical services mentioned
above. Commercial services
include handling of trading
documents, handling of complaint
of any nature, delivery,
relationship with the sale
representatives (particularly
, etc
with reference to guanxi
the image status of a supplier as
(11) Image/
perceived in the market place.
Reputation
According to the nature of these factors, one can
















Price flexibility and payment term flexibility are
both of a service nature but in actual fact can be
regarded as price related. It is because the actual
flexibility employed in these two factors would
directly influence the eventual price level.
In this survey, the factories interviewed were
requested to evaluate the importance of these various
buying decisions factors by rating them on a scale of 0
(not important) to 10 (very important). It is manifest
that in an ideal world an ideal supplier should be
perfect in every respect. However, it is never possible
(nor rational) to aim at all-round perfection,
irrespective of the actual demand. The results of the
current study of buying factor combinations sought to
help identify what an ideal supplier might concentrate
on, based on what, buyers said they wanted ....this,
afterall, is only the Marketing Concept made
incarnate.
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In addition to the above purchase decision factors,
the interviewees were also asked to identify any other
factors that would be considered important. In most
cases, the above list was regarded as exhaustive enough
except for three medium/small factories which put
particular emphasis on the personal relationship
(guanxi) by separating it from the factor of commercial
services.
The results of this exercise are listed in Table 2
(Page 28) and Table 3 (Page 29). In order to facilitate
interpretation, the results are also plotted into a
profile chart in Figure 1 (Page 30) for the functional
segments and in Figure 2 (Page 31) for the size
segments. The overall average profile is included in
both segmentation methods for comparison. As clearly
shown in Figure 1 and 2, there is no factory requiring a
supplier of all round perfection. However, there are
some decision factors perceived to be more important
than the others. Quality consistency with an average
score of 9.4 was perceived to be the most important
factor. It is then closely followed by supply (9.1) and
product (8.6). Commercial service is the next factor of
importance with an average score of 8.4. Image status
of a supplier (7.5) and technical back-up (7.1) are also
relatively high in the ranking. The others factors are
below 7.0 with scores ranging from 5.9 to 6.6. One
should note that price factors, price level and price
flexibility, were only regarded as of average importance
only their scores of 6.7 and 6.6 were far below that of
quality consistency, supply and product. In fact, even
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TABLE 2
Average Evaluation Scores of Purchase Decision Factors (By Functional Segments)






7.6Knitwear Yarn & Piece 8.8 7.3 7.86.7 6.0 5.2 8.08.2 8.2 5.9 8.79.5 9.8
Knitwear Piece 8.6 6.9 6.3 6.8 7.9 7.9 7.3 7.56.9 6.6 6.6 6.69.2 9.6
Knitwear Yarn Package 8.9 7.6 7.35.3 7.69.0 6.1 5.6 8.7 7.69.9 8.7 8.4 7.9
Woven 7.9 8.9 7.18.9 7.6 4.9 6.4 5.7 6.4 7.48.6 7.5 7.1 7.3
Knitwear Yarn Hank 8.6 8.6 7.2 5.6 6.89.0 6.0 5.2 6.0 7.6 7.68.6 7.86.9
Miscellaneous 8.5 8.2 7.09.2 6.3 4.5 7.3 8.2 7.75.7 5.0 8.0 7.16.7
6.7Total Industry Average 8.6 9.1 9.4 6.6 6.3 7.1 6.0 5.9 7.58.4 7.9 7.57.2
Product factors: Product, Quality Consistency, Packaging, Reputation.


























Average Scores of the purchase Decision Factors
8.6 9.2 9.3 7.9 6.4 6.3 8.4 6.2 6.3 8.7 8.0 8.0 7.6 7.8
8.6 8.7 8.9 6.3 5.4 6.7 7.0 5.3 6.0 8.6 6.1 7.2 7.1 7.2
8.9 9.1 9.8 6.4 6.8 6.3 7.4 6.4 5.6 8.3 7.5 8.2 7.3 7.7
8.3 9.2 9.1 6.8 6.8 6.2 6.4 5.8 6.0 8.3 7.7 7.7 7.2 7.4
8.6 9.1 9.4 6.7 6.6 6.3 7.1 6.0 5.9 8.4 7.5 7.9 7.2 7.5
Product Factors:
Service Factors:
Product, Quality Consistency, Packaging, Reputation.
































Effect of Functional Segments on the Profile





















C = Quality COnsistency
D = Price Level
E = Price Flexibility
F = Technical Services
G = Technical Back-Up
H = packaging
I = payment Term Flexibility






















I= Payment Term Flexibility
J= Commercial Services
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technical-back up was seen to be more important than
price. This has a very important implication as many
dyestuff suppliers have the general impression that
price is the above all factor in dyestuff purchase.
This is because very often, the dyeing factories use
price as the only negotiation arguement. Yet what
actually seems to concern the factories most is the
ability of a supplier to supply the right product with
consistent quality in time, every time. Packaging and
payment term flexibility were perceived to be of least
importance in the purchase decision. The main reason
for the low score of payment term flexibility (5.9) was
that most factories did not usually encounter problems
in settling payment credit terms with suppliers.
The average scores of product related factors and
services related factors are 7.9 and 7.2 respectively.
Both are higher than the price level score of 6.7. The
scores of product related factors range from 6.0 of
packaging, the lowest, to 9.4 for quality consistency,
the highest. For the service related factors, the
lowest score is 5.9 (payment term flexibility) and the
highest is 9.1 for supply. The large scoring ranges of
the service and product categories suggest that the
importance of the elements in these categories were
perceived to be highly varied. It further suggests that
it is important to select the right elements in the
product and service offerings.
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Analysis by Functional Segmentation
When the survey results are analysed by functional
segmentation, a very similar pattern prevails for all
the subsegments with top scores in product, supply and
quality consistency, closely followed by commercial
services and image status. For the other factors,
variations are observed with individual subsegments.
Sement of knitwear with both yarn and piece
production (Y & P)
The average scores of the product factors (8.0) and
the service factors (7.6) are both higher than the price
level score of 6.7.
It is of interest to note that technical back-up
and services were perceived to be particularly important
in this subsegment, both with scores of 8.2, compared
with 6.3 and 7.1 for the industry average. Price level
(score 6.0) was also perceived to be an issue of
relatively low priority in the purchase decision.
Overall, it can be commented that the Y P segment is
more quality conscious, more technologically innovative
and wants to produce upmarket quality. Among the eleven
Y P factories interviewed, five of them are very big
factories with daily production of over 40,000 lb. For
these factories, the key issues are product, quality
consistency, supply and good technical/commercial
services. They need suppliers that can provide
technical support in assisting them moving up market.
Anyway, for them, price is definitely not a real key
issue in the purchase decision.
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Segment of knitwear piece production (P)
The decision factor profile was in fact very
similar to the overall industry average except this
segment put less emphasis in price flexibility and
suppliers' reputation.
Segment of knitwear with package yarn
production (Y)
Factories in this subsegment are yarn package
dyehouses with big investments relative to the piece
dyers. They are relatively new and have only become
important after the early 80's. The average perception
profile of this segment showed that the package yarn
factories also put more emphasis on the technical
support to be provided by the dyestuff suppliers and
counted less on price level. In fact, with a mean score
of only 5.8, price level had been rated the lowest among
all the functional subsegments. This illustrates one
thing that with the relatively heavy capital
investment, the package yarn dyeing factories are
concerned more with supply, product, quality and
technical support. For this reason, they tend to rely
more on the reputation of the suppliers. The score of
reputation (8.7) was in fact the highest among all
segments. Price, again, was relatively not important for
this segment. Both the average score of product factors
(8.4) and service factors (7.6) are much higher than the
price level score of 5.3.
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Segment of woven fabric production (W)
The woven fabric segment was the most important
dyestuff consumption segment about 25 years ago. Their
importance has been gradually eroded due to the current
trend of casual knitwear as well as the very heavy
investment with the new continuous dyeing equipments.
Besides, the high opportunity cost due to the soaring
properties market that some key established factories
got out of the business and made the factory site
available for properties development. Recently, there
are some newcomers using simpler and cheaper machines
for producing mainly the heavy duty cotton woven fabric
for the casual wear outlets.
Because of the long established history of the
continuous dyeing factories, it is not suprising to see
the supplier requirement profile is quite different from
the segment studied so far. For these established
continuous dyeing factories, requirement for technical
services was regarded very low (score 4.9) because they
could handle all the general routine technical matters.
The score on technical back-up (6.4) was also very low
compared to the knitwear segments. On the other hand,
they emphasized the price factor. In fact, the scores
of 7.1 and 7.6 for price level and price flexibility
were the highest among all segments. They also put top
scores on supply, quality consistency and commercial
services. However, contrary to other segments, product
received a mean score of 7.9 is the lowest, properly due
to lower demands of product uniqueness for the
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continuous dyeing process. Overall, one can see that
the woven fabric segment requires supply of quality
consistent products with good price, and good
commercial services. For these factories, technical
services worth less and price factors are more
important. This is clearly illustrated by the very
similar scores for price level (7.1), product factors'
average (7.5) and service factors'average (7.1).
Segment of knitwear with hank yarn production (H)
Members of this segment are usually wool and
acrylic yarns for the sweater trade. They are usually
small in size as clearly shown by the dominance of size
2 and size 1 factories in the sample space. The general
perception of supplier attributes' profile is very
similar to the industry average. However, factories in
this segment are more concerned with price level, with
the highest score (7.2) among all segments. It is of
interest to note that the emphasis on technical back up
was the lowest (score 5.2). This may due to the fact
that the wool dyers are usually very conservative and
they don't like to alter the current working process
partly due to the cost of the expensive wool substrates
and partly due to the fact that there have not been much
real innovation in the wool and acrylic dyeing
technologies over the last two decades. Therefore, the
hank dyeing factories are quite happy with the current
processing method that can satisfy their customers'
rP rements and not wish to take any risk in trying the
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"unexperienced new process. For these factories, the
suppliers are expected to provide a reliable supply of
economical quality products. It is of interest to note
that the price level score of 7.2 is smaller than the
product factors' average (7.6), but is higher than the
average of all service factors (6. 9).
Miscellaneous segment
Members in this segment include sewing thread
dyers, silk dyeing and printing factories. They are
usually small or very small. The technological status
of the segment falls into two extremes. For the sewing
thread factories, the technological demand is relatively
low due to simple dyeing process of polyester sewing
thread. On the other hand, the silk dyeing and printing
technologies are so complicated that the actual
processes are regarded as trade secrets and hence normal
routine technical contacts with suppliers are purposely
avoided. Though with widely different reasons, both
types of factories gave very low scores of 4.5 for
technical services. However, technical back-up and
trouble shooting were still much appreciated as revealed
by a high score of 7.3. The average score for quality
was 8.2 and was the lowest among all segments. For this
segment, the suppliers are expected to supply the right
products in time, with good commercial services. Price
was perceived to be also rather important with a score
. of 7.0, compared to the service factors' average of 6.7
and product factors' average of 7.7.
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Similar to the industry average, product related
factors were perceived by all functional segments to be
the most important category in the dyestuff purchase
decision process.
Analysis by Size Segmentation
Analysis of the data by size segmentation reveals
that across all different size segments, the supplier
attributes profiles are very similar, especially for key
important factors like product, supply, quality
consistency and commercial services. For the other less
important factors, variations are observed with
different size segments. Anyway, the overall patterns
of different size segments can be regarded as similar.
Size 4 segment with daily production
over 40,000 lb
These big factories put particular emphasis on
price level of the products in the purchase decision. A
mean score of 7.9 is much higher than the other smaller
segments (industry average is 6.7), and is also higher
than the average services factors score of 7.6.
This is properly because of the high production
capacity and hence big dyestuff consumption that these
big factories have the belief that they are in a
stronger position to get a better than average price.
On the other hand, they are also more innovative and
they want more technical supports from the suppliers in
terms of new products, new processes for more efficient
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and higher quality production. The score of 8.4 for
technical back up is exceptional high compared to the
industry average score of 7.1. The requirement on
routine technical services was however seen to be very
similar to other segments.
size 3 segment witn aaiiy proauction of
25,000- 40,000 lb
Factories in this segment were concerned less on
price (score 6.3). The score of price flexibility at
5.4 can also be regarded as very low indeed. It is
surprising to note that they were concerned less about
the reputation of the supplier the score of 6.1 is
quite low compared to the industry average of 7.5. It
appears to be easier to take care of factories of this
size segments because they demand not much more than the
core basic factors of reliable supply of good quality
products with good commercial services.
Size 2 segment with daily production of
12,000- 24,999 lb and size 1 segment
with daily production of less
than 12,000 lb
The demand profiles of these two size segmenz5 dLc
very similar to the industry average. Size 1 factories
are least innovative and they do not expect a lot of
technical support to be provided by their suppliers,
properly because they are producing for the medium- low
quality and they are contented with the current
processing methods.
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Evaluation of The Current Principal Supplier
In this part of the study, each respondent
was requested to evaluate the Current Principal
Supplier to his factory. Here again, the evaluations
were by rating the performance of the current main
supplier on a scale of 0 (very poor performance) to 10
(excellent performance) on the basis of the 11
attributes as described in the previous chapter, as well
as on overall performance also. The objectives of this
section were:-
a. To see how well would the factories, as in segments
or in overall average, accept the performance of
their main supplier in practice and
b. To see the performance of individual dyestuff
suppliers as perceived by their customers.
Performance Analysis of Current Suppliers
It is assumed that to be the main supplier of a
factory, the supplier should have met most of the key
requirements in the dyestuff purchase decision process.
Results of the evaluation are recorded in Table 4
(Page 41) and Table 5 (Page 42) and plotted as
performance profiles in Figure 3 (Page 43) and Figure 4
(Page 44) for the functional segments and size segments
respectively. In general, all factories gave ratings
between 7.5- 8.0 for the overall performance of their
main suppliers. The rating on product, supply and
quality consistency were all around 8 indicating that
most main suppliers could meet the key requirements as
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TABLE 4
Performance Evaluation of Current Main Suppliers (By Functional Segments)






7.6Knitwear Yarn Piece 7.6 7.7 8.0 4.5 4.9 6.4 7.2 7.9 7.46.4 7.98.2 7.26.7
Knitwear Piece 7.8 8.1 8.4 8.4 6.2 6.2 6.9 7.36.6 6.2 7.8 7.08.6 8.1 7.5
Knitwear Yarn Package 7.7 7.7 8.7 7.4 7.65.6 7.3 7.96.4 7.1 8.9 7.9 7.78.7 7.8
Woven 7.98.0 7.4 7.9 6.9 6.5 6.7 6.1 6.2 7.1 6.4 7.8 7.5 6.7 7.0
Knitwear Yarn Hank 6.8 7.4 5.6 6.6 4.4 6.6 4.2 4.2 4.6 5.8 7.06.6 6.4 5.5 5.9
Miscellaneous 7.8 8.5 8.2 7.08.5 6.8 7.5 7.08.0 7.36.7 8.0 8.0 7.4 7.7
Total Industry Average 7.7 7.9 7.8 7.9 5.8 6.3 6.7 7.06.3 6.5 7.4 8.2 7.8 6.8 7.2
Product Factors: Product, Quality Consistency, Packaging, Reputation.


































Performance Evaluation of Current Main Suppliers (By Size Segments)






7.4 7.37.9 8.0 6.97.1 6.6 8.47.6 7.9 7.9 6.1Size 4 5.0 6.08.0
7.9 7.7 7.9 7.3 7.87.7 7.7 6.4 8.5Size 3 6.18.3 8.0 8.7 5.0 9.1
7.7Size 2 7.9 7.0 7.28.2 8.3 6.2 7.6 7.9 7.1 7.46.7 6.3 6.5 8.3
7.97.3 7.4 7.3 6.0 6.0 7.26.0 5.8 6.3 7.6 7.3Size 1 6.6 6.5 6.8
Total Industry Average 7.7 7.9 7.8 7.9 5.8 6.3 7.06.7 6.3 7.46.5 7.88.2 6.8 8.2
Product Factors: Product, Quality Consistency, Reputation.

































Performance Profile of Current Main Suppliers as




















Knitwear Yarn & Plece
















































discussed previously. It is interesting to note that on
average, price level performance scored
the lowest, suggesting that most factories were less
happy with the price level required by their suppliers.
However, the factories could still bear with this
because the other more important issues were
satisfactory. This observation has illustrated an
important point that provided the key issues of product,
supply and quality are satisfactorily performed, price
factor would not be of key signifiance in the purchase
decision. Also note that those factors that have been
found to be more important as analysed in the previous
chapter, were basically perceived to have been
satisfactorily performed by the current main suppliers.
This correlation suggests that the factories interviewed
are actually selecting their main suppliers according to
their perceived profiles of supplier attributes.
In order to have a better insight into the matter,
the results of the evaluation exercise are highlighted
according to segmentation methods.
Analysis by functional segmentation
Knitwear yarn and piece
Less satisfactory in price factors with average
scores of 4.5 and 4.9 for price level and price
flexibility respectively. This correlates well with the
previous attribute evaluation that this segment does not
,




In general, the scoring profile is very similar to
the industry average.
Knitwear yarn package
Compared to the average, there are particularly
high scores in the technical and commercial services.
The main suppliers to this segment were seen to be
suppliers of high reputation. In fact, the score of 8.7
is the highest among all segments. Again, this is also
in line with the high emphasis of reputation in supplier
attribute evaluation by this segment.
Woven fabric
The key main suppliers to this segment were
perceived to perform quite well in price level, with a
score of 6.9 vs industry average of 5.8. This suggests
that the suppliers have been under a lot of price
pressure in order to satisfy this segment. The
observation is also in line with the relatively price-
conscious characteristic of the woven fabric segment.
Knitwear yarn hank
It is interesting to see that knitwear yarn hank
was the most unhappy segment in the evaluation exercise.
This is partly due to the fact that factories in this
segment so much concerned with price that the other key




Contrary to the yarn hank segment, this segment
appeared to be quite happy with the performances of
current main suppliers. The overall performance profile
is quite similar to the industry average.
Analysis By Size Segmentation
When analysed by factory size segmentation, it
appears that all the factories interviewed, irrespectivE
of their sizes, were quite content with their mair
suppliers in terms of overall performance, product,
supply, quality consistency and reputation status. On
the other hand, they were all less happy with the price
factor. In fact, the main supplier performance profiles
of the individual size segments are very similar to the
industry average, see Figure 3. Some of the variations
are commented below:-
a. The size 3 and size 4 segments were particularly
unhappy with the price levels of their current main
suppliers. The price level performance scores for
these two size segments were both rated at 5.0,
compared with the average of 5.8. The smaller
factories were relatively less concerned with the
price factor with scores of 6.2 and 6 for the size
2 and size 1 segments respectivelye
b. Compared to other subsegments, size 3 factories
were quite happy with the technical supports
received with the peformance scores of 7.7 and 7.9
for technical services and technical back-up. On
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the other extreme, the size 1 factories gave the
lowest ratings of 6.0 and 5.8 for these two
attributes.
c. It is of interest to note that larger factories
were happier with the quality consistency anc
reputation status of their current main supplier:
than the smaller size 2/size 1 factories. This
observation could be explained by the fact that the
larger factories are more quality conscious and
hence they tend to use suppliers of good
reputation, the suppliers that can deliver quality
consistent products. On the other hand, the small
factories buy from the cheaper small suppliers who
consistency.
Overall, it can be seen that these performance
profiles give good correlations between the actual
performance of the suppliers and the aspirations of
the individual size segments.
Perceived Performance of
Individual Dyestuff Suppliers
On top of the analyses carried out from the view
points of factory segmentation, it is also important to
see the performances of individual dyestuff suppliers as
perceived by their clients. The breakdown of individual
dyestuff suppliers used by the factories interviewed and
their performance scores are tabulated in Table 6 (Page
49) and Table 7 (Page 50). With reference to Table 6,
are inferior in product and quality performance
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TABLE 6
Breakdown Analysis of Current Principal Suppliers
Number of Factories that Employ a Supplier as the





Knitwear Yarn & Piece 3 4 1 1 1 1
Knitwear Piece 7 4 1 1 1
Knitwear Yarn Package 2 2 2 1
Woven 14 1 1 1 1
Knitwear Yarn Hank 1 2 2
Miscellaneous 2 2 1 1
By Size Segments
Size 4 3 1 2 1
Size 3 3 1 2
Size 2 3 8 2 1 2 1 1 1 1
Size 1 29 3 3 1 1
Total No. of Factories 18 412 9 2 1 1 1 1













Perceived Performance of Individual Dyestuff Supplier
Average Score of Individual Dyestuff Supplier




7.06.07.0 6.5 8.07.5 9.07.9 6.38.4Overall Performance
7.04.08.08.0 8.08.2 8.2 5.7 9.08.3Product
7.0 5.07.7 7.04.58.6 8.2 8.0 9.0 9.0Supply
3.0 6.05.0 8.3 8.0 8.0Quality Consistency 8.3 8.8 8.2 9.0
7.0Price Level 6.6 6.3 6.54.2 3.5 8.2 9.0 9.09.0
Price Flexibility 7.05.3 6.06.3 6.0 6.3 8.09.0 9.09.0
Technical Services 7.9 7.2 2.7 7.06.4 6.3 8.0 5.0 4.0 2.0
Technical Back-Up 7.28.1 5.9 1.5 7.56.3 8.0 5.0 4.0 2.0
Packaging 7.3 7.5 8.4 1.5 7.6 6.0 6.0 3.0 5.09.0
Payment Term Flexibility 6.6 6.6 6.0 7.0 7.0 6.5 5.0 5.0 5.0 8.0
Commercial Services 7.58.1 7.9 7.05.2 6.5 6.0 8.0 2.06.0
Reputation 8.7 8.9 8.4 4.7 7.08.3 8.0 9.0 5.05 5.0













it can be seen that ICI is particularly strong in the
woven and knitwear piece segments but is weak in the
knitwear yarn hank segment. Ciba-Geigy and Bayer, on
the other hand, have quite evenly spread influences
across the segments. For the purpose of analysis in
this section, only the top five suppliers are studied in
details. For the other dyestuff suppliers, the actual
sample size are so small that it would be very
misleading to comment on their performances as such.
The five studied are ICI, Bayer, Ciba-Geigy, PRC
Companies* and Hoechst. Their perceived performance
profiles are shown in Figure 5 (Page 52).
ICI has a good all round performance, and is the
supplier mostly used. In fact, over 1/3 of the
factories interviewed used ICI as the main supplier.
The company has the highest scores in overall
performance, product, supply, technical services,
technical back up and commercial services. The high
scores of the key attributes (between 8.3- 8.6) are
particularly revealing that to be a market leader, these
key attributes of product, supply and quality
* The various agents and dealers for dyestuffs from th
PRC cannot be readily separated out. Thus we treat the:











































consistency have to be satisfactorily performed. It is
also interesting to note that the scores of technical
services (7.9) and technical backup (8.1) are much
higher than the closest rival of Ciba-Geigy scoring at
7.2 for both factors.
Bayer is the next most popular supplier in our
study and has top ratings in quality consistency and
reputation. However, the company was regarded as
expensive with the price level score of only 4.2 and was
only providing average level of technical supports with
scores of 6.4 for technical services and 5.9 for
technical backup. In fact, these technical attributes
scores are the lowest among the four European suppliers.
Bayer was also seen with good performances in supply and
product.
Ciba-Geigy was regarded as the most expensive
supplier with the price level score of 3.5. On the
other hand, the company was seen to be relatively
flexible in handling price. Overall, Ciba-Geigy is the
third mostly encountered supplier and the scores for the
key attributes of product, supply and quality
consistency are good at 8.0- 8.2. Except for price
level, the company has good all round performance.
PRC Companies are, one of the nontraditional
suppliers and is selling the products mainly on
price. This is vividly shown by the performance profile
in Figure 5. The scores of the price and related
. factors are very high (8.2 for price level, 9.0 for
price flexibility and 7.0 for payment term flexibility)
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compared to the European suppliers. On the other hand,
PRC Companies had very low performance ratings in the
key attributes of product, supply and quality
consistency (4.5- 5.7) and the level of technical
supports provided (score 2.7 for technical services and
1.5 for technical back up) was very very weak indeed.
In fact, one can easily notice that the performace
profile of PRC Companies is a mirror image of the
European suppliers.
Hoechst is the fifth popular main supplier with an
above average all round performance profile. Compared
to other European suppliers, the company is weak in
supply, with a score of 7.7, the lowest among European
suppliers, technical services (score 6.3), technical
backup (score 6.3) and commercial services (score 7.2).
The price of Hoechst's product was not regarded as too
bad, with a price level score of 6.3.
It is of particular interest to compare the
peformance profiles of individual suppliers with the
industry average of ideal supplier's attributes profile
as elucidated in the former section. This is shown in
Figure 5. Expectedly ICI, the market leader perceived
by the sample factories, has the closest matched profile
pattern.
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Positioning Study of Dyestuff Suppliers
In order to have a wider evaluation of the dyestuff
suppliers as perceived in the Hong Kong market, the
interviewed factories were requested to name three best
performing suppliers under the considerations of various










. Payment term flexibility
. Commercial services
. Reputation
In each case, the interviewees were asked to
identify the best performer, if possible. Here we are
talking about perceived performance, and the data are
thus different in nature from that of the Current Main
Supplier evaluation study. In the later case, the
evaluation exercise was based on actual experience while
the former was based on both experience and word of
mouth. The results shown in Table 8, (Page 56) are the
cumulative relative frequencies (in percentage) of a
dyestuff supplier named as the best performer and as
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Results of Supplier Positioning: Cumulative Relative Frequency of








































Cumulative Relative Appearance Frequency
(percentage)
12 14 35 14 46 10 0 14
23 42 62 35 77 14 8 27
8 33 46 8 42 12 0 10
21 56 67 31 79 23 2 42
12 37 35 17 33 10 2 17
25 48 60 27 67 17 6 33
10 39 56 19 48 15 2 15
21 52 73 35 75 23 2 27
6 4 2 8 27 4 31 25
19 25 35 35 62 6 37 75
6 8 15 17 27 6 14 25
19 25 33 25 52 8 27 48
14 14 31 10 54 6 0 2
21 37 65 37 75 14 2 17
14 12 27 12 58 4 0 4
27 27 46 33 71 12 0 12
14 37 56 25 25 8 0 14
21 54 69 39 65 14 2 27
10 23 33 17 31 8 10 15
14 27 40 19 44 10 17 33
14 27 35 17 52 10 0 15
19 37 56 31 73 17 8 31
14 37 54 23 52 14 0 6











Dne of the top three performers. It should be noted that
when one adds up the relative percentage figures of all
the suppliers under each attribute, one would see that
some of the total figures are over 100%. This is due to
the fact that, in some cases, the interviewees were not
able to give exact ranking of the top three performers
and hence there were more than one entry for the best
performer. For the purpose of this study, this is
acceptable because our objective is only to see the
perceived relative performance of dyestuff suppliers in
the market place. By using the data on relative
percentage of appearance, the perceived performance
profile of the key suppliers are shown in Figure 6 (Page
58) and Figure 7 (Page 59). The nontraditional
suppliers (except PRC Companies) are combined together
as a single entry because they are very small
individually.
Results showed that ICI, Ciba-Geigy and Bayer, in
the decending order of importance, were seen as the top
performers in the market. This correlates well with the
results of Current Main Supplier study. Comments on
the individual are as following:-
a. ICI- Overall top supplier with the highest
scores for-most attributes. The company
is particularly strong in technical
supports and commercial services.
Productwise, ICI was perceived at least
similar to the best performer in the
market. Compared to other European
suppliers, ICI was regarded as the most
58
FIGURE 6
Perceived Performance Profile of Individual Suppliers:
Cumulative Relative Frequency of
































Perceived Performance Profile of Individual Suppliers
as Cumulative Relative Freuency of Appearance





















J= Payment Term Flexibility
K= Commercial Services
L= Reputation0








economical one. The overall reputation
is also on top of the league.
b. Ciba- The second best rated dyestuff supplier.
Geigy
The company was seen to be particularly
strong in product uniqueness, quality
consistency and packaging. Technical
services and commercial services were
perceived to be the second best, after
ICI. Reputation of Ciba-Geigy is good
but the company is also seen as an
expensive supplier.
c. Bayer Bayer, third, has good quality products
and with the fame of good supply.
Similar to Ciba-Geigy, the company was
seen to be expensive but with far
inferior technical supports. Quality of
commercial service was only regarded as
moderate.
Moderate overall performer in the fourtha. Hoechst
place. Pricelevelwise, Hoechst was
regarded as the second best among the
Europeans, after ICI.
They have similar market perception ande. BASF and
were not regarded as key supplier.Sandoz
Overall performances are fair, and are
far behind that of ICI, Ciba-Geigy and
Bayer. Among all, the attributes
considered, BASF has better performance
in technical supports, whilst Sandoz has
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better performance in terms of product
quality.
f. PRC
PRC Companies are very strong in price
Companies related factors. In fact, they are
perceived to be the cheapest suppliers
but without any other special strengths.
g. Other The collective influence of NTS should
Nontradi- not be underestimated as clearly shown
tional in Figure 6 and Figure 7. In the
Suppliers combined form, these suppliers could be
regarded as a key supplier in the market
place. Their particular strength is low
price level and their weaknesses are the
same as PRC Companies i.e. no strong
scores in the other areas.
One may now map out the relative positioning of
dyestuff suppliers in Hong Kong. In fact, it is of
interest to note that results of this positioning study
and the Current Main suppliers study are compatible
and echo each other. Through careful studies of results
of this and the previous section, the Company could have
a better knowledge of the competitive situation in the
marketplace. It has been now established that nonprice
services elements are actually more important than price
level in the dyestuff purchase decision process.
Inclusion of these service package elements could also
increase the total worth of the offering. However, it
is also of vital importance that suppliers should know
the worth of the service package in real and measurable
terms.
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Analysis of Price vs Service Trade Off
Results of the studies conducted in the previous
sections have suggested that price is not regarded as
the most important factor in the dyestuff purchase
decision process. However, in the practical daily
business negotiations of dyestuff purchase, price is
always the top issue, or very often, the only issue in
the discussion. This indicates the apparent
contradictory natures of the price factor in perception
and in practice.
One reason for the controversy is due to the fact
that, very often, for daily business negotiation between
current suppliers and clients, the core service factors
(non price attributes) are not regarded as variables by
the clients, because they are already in place.
However, in case of changes, then these service
factors would not be constant any more and they should
also be considered in the purchase decision process.
The main objective of this section is to evaluate the
actual worth of these nonprice service factors (or the
Service Package) vs price. In order to study this trade
off relationship, the factories interviewed were
requested to evaluate the worth of nonprice Services
Package under the following situations, given the
products in consideration were exactly the same.
a. The current supplier was providing satisfactory
services. What discount would be required by the
interviewees to make it worthwhile to change to
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another supplier of (a) similar, (b) inferior or
(c) much inferior nonprice service performance?
b. The current supplier was not providing satisfactory
services. What premium would the buyer be willing
to pay to make it worthwhile to change to another
supplier providing (a) a better or (b) a much
better nonprice service package?
The results, with the individual segment analysis,
are shown in Table 9 (Page 64). The evaluation results
are discussed in the light of the following situations.
Satisfactory Current Supplier: Consideration
to Switch to a New Supplier of Much
Inferior Service Performance
If the current supplier was performing
satisfactorily, over 90% of the factories interviewed
would not consider changing suppliers at all, no matter
what the price discount would be.
Those who considered the change would demand a
discount of over 30%.
Among the different functional segments, the woven
fabric sector is least loyal to the current suppliers,
with over 1/3 of the woven fabric factories considering
a switch to a much inferior supplier provided the
discount incurred would be big enough (over 30%). This
is in line with the result of purchase decision factor
analysis for this price conscious segment. Other
functional and size segments behaved very similarly to
the industry average results.
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TABLE 9
Price vs Service Package Trade-Off Analysis in Changing Suppliers
Service Performance of the CurrentService Performance of the Current
Supplier is not Satisfactory.Supplier is Satisfactory.
Percentage of factories wouldPercentage of factories would
consider of factories wouldconsider changing supplier
(the premium%)(the discount%)
when the new supplier is:-when the new supplier is:-
Slightly Better Much BetterSameInferiorMuch Inferior
Functional Segments
Knitwear Yarn Piece o(-) 46 (-28%) 82 (+1.1%) 100 (+5.3%)64 (-14%)
Knitwear Piece 7 (-25%) 50 (-17%) 100 (-17%) 86 (+4.3%) 100 (+9.6%)
Knitwear Yarn Package 14 (-40%) 57 (-23%) 100 (-16%) 100 (+3.6%) 100 (+7.4%)
Woven 33 (-32%) 67 (-17%) 100 (-12%) 89 (+4.9%) 89 (+11.9%)
Knitwear Yarn Hank 0(-) 60 (-17%) 100 (-11%) 80 (+5.0%) 100 (+9.0%)
0(-,)Miscellaneous 67 (-31%) 100 (-16%) 100 (+7.0%) 100 (+17.8%)
Size Segments
Size 4 14 (-20%) 43 (-23%) 72 (-13%) 71 (+2.4%) 100 (+5.7%)
Size 3 0(-) 71 (-17%) 100 (-14%) 100 (+3.6%) 100 (+10.3%)
Size 2 11 (-38%) 58 (-22%) 90 (-16%) 95 (+3.2%) 100 (+8.0%)
Size 1 11 (-33%) 53 (-23%) 100 (-14%) 90 (+5.8%) 9.5 (+12.6%)
TOTAL FACTORIES 9.6 (-32%) 55.8 (-26%) 92.3 (+4.0%)92.3 (-15.3%) 98 (+9.4%)
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Satisfactory Current Supplier: Consideration
to Switch to a New Supplier of
Inferior Service Performance
Under this situation, more factories would consider
the switch. In fact, about 55% of the factories
interviewed indicated such a change for an average
discount of 26%. Again, the current suppliers to the
woven fabric sector are the most vulnerable, as 2/3 of
the woven fabric factories would consider the switch for
a mere 17% discount. Similar results have been observed
with the hank yarn dyeing segment. For the other
segments, over half of the factories would consider such
a switch but requiring higher discount of 17-31%. The
higher discount figures illustrate the bigger reluctance
of these segments to change suppliers. For the
influence of factory size, 70% of the size 3 factories
would consider a change for a discount of 170, the other
size segments were, however, very similar to the
industry average.
Satisfactory Current Supplier: Consideration
to Switch to a New Supplier of
Similar Service Performance
Over 90% of the. factories interviewed would
consider such a change for a discount of 15%. Except
for the knitwear yarn and piece segment, all factories
in other functional segments would consider a switch for
discount of 11-16%. However, for the knitwear yarn and
piece segment, there are about 1/3 of the factories
would not consider the switch at all for those that
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could consider the change, the discount required was
similar to industry average.
For factory size, the large size 4 factories were
more conservative and about 1/4 of factories in this
segment would not even consider the switch.
Unsatisfactory Current Supplier: Consideration
to Switch to a New Supplier of Slightly
Better Service Performance
It- is interesting to see that, even with
unsatisfactory current suppliers, there were still 7.7%
of the factories interviewed who would not consider a
switch of supplier. The reason given by these factories
was that they were not sure if the new suppliers would
be really better or not. The rest would consider the
switch with a mere 4% premium. Among the different
functional subsegments, the knitwear yarn and piece
segment and the knitwear yarn hank segment are more
conservative, with 20% of the factories in these two
segments not willing to take any risk in the supplier
switch. Here again, over 1/4 of the size 4 large
factories would not consider a switch and the rest would
pay only 2.4% premium for the perceived slightly better
service. It is of interest to note that the very small
size 1 factories, would be willing to pay more premium
for the switch, up to 6% which is the highest among the
size segments.
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Unsatisfactory Current Suplier: Consideration
to Switch to a New Supplier of Much Better
Service Performance
Under this situation, basically all the factories
interviewed would consider the supplier switch with an
average premium of 9.4%. It is noted that the smaller
factories were more generous with premium of 12.6% when
compared with the large size 4 factories with premium of
5.7%. Among the functional segments, the knitwear yarn
and piece segment was willing to pay about 5% premium,
the lowest among all. On the other hand, the
miscellaneous segment was willing to pay the highest
17.8% premium.
Results of this analysis show that the real worth
of nonprice service factors not only varies with
functional segments, size segments but also with the
prevailing situation. Whether one looks at the data in
a more quantitative (indicative) sense, or in a more
qualitative (suggestive) sense, it may be deduced that
services are worth more when they are already in place,
i.e. the intangible services are already experienced by
the consumers. On the other hand, services only
perceived or claimed to be better worth much less. This
is clearly illustrated by the worth of "much better"
services is 32% if they are already in place and is only
9.4% when not experienced. Either way, the results are




This research suggests that in general dyeing
factories in Hong Kong are primarily concerned with
product uniqueness, supply, and quality consistency in
the dyestuff purchase decision process. Commercial and
technical services are of secondary importance whilst
price and related factors would come into the
consideration only when the above five factors are
satisfied. Other factors also involved in the process
include reputation of the suplier and packaging. In
fact, the final outcome of a purchase decision process
is the result of a complex combination of these
interacting factors of varying importance. The relative
importance of these purchase decision factors varies
with factories. The aspirational differences among
factories can be systematically tackled by
segmentation. It is noted that the traditional
segmentation method according to the
functionality/processing technology is more useful, not
only because it is well established but it is able to
reveal better the behavioural differences among
factories. On the other hand, segmentation according to
factory size has been shown to be not as useful.
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Analysis of the reserach data, by functional
segmentation should enable the Company to understand
better the relative importance of various purchase
decision factors and hence the corresponding supplier
attributes' profiles. It is important to meet
customers' demand in service offering but it is equally
important not to offer more services than is necessary
due to resources scarcity. With the availability of
information from this research study, the Company can
select the right segment as marketing prospects and
fine-tone its offering of benefit bundles (or the
optimum Service Package) to match the expressed
preferences of the target prospects. Detailed studies
of the Current Main Suppliers and the suppliers with
perceived top performances in the light of various
supplier attributes, enable one to map out the relative
positioning of key dyestuff suppliers in Hong Kong.
Information on the strengths and weaknesses of these
suppliers enable the Company to formulate in view of its
own strength and weakness analysis a realistic marketing
strategy in the current highly competitive marketing
environment.
In spite of the fact that, as concluded from the
current study, elements of the nonprice service package
play a more important role than the price factors in the
purchase decision process, it is still prerequisite for
the Company to find out the value of Service Package
as perceived by the factories. It would not make sense
for the Company to put in extra effort in establishing a
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correct service package with no reciprocal return. The
price/service package trade off analyses have showed
that the value of a Service Package varied with segments
and with the being of that Service Package. The
Service Package worths more when it is already in place
and experienced by the consumer.
A key implication is that Service Package is not
only worth more but is also more effective when it is
used in keeping current customers rather than as an
offensive weapon to get new business.
The Company should avoid, by all means, losing any
current customer becuase of defects in the service
package, such as inconsistent quality, short supply etc.
It is from the current customers that the intangible
service package gets its maximum worth. This is
especially important for The Company to achieve product
differentiation in the light of the presence of various
nontraditonal suppliers, who can offer cheap products
but not other services. Furthermore, to be successful
in the market place vs NTS and other European suppliers,
the Company should seriously consider the Total
Product concept, unbundling the services from the
physical products and develop a tailored service package
so that customers will -be uniquely served with their
desirable attributes. Besides, as strongly stressed by
Sasser [41 (Sasser 1976), the Company should match the
customers' demand by delivery the "Total Product" in
time, everytime. Obviously, a genuinely
customer-oriented organisational culture should be
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particularly useful here [221 (Parasuraman, 1986)-- a
culture with unified focus on customer satisfaction,
reasonable flexibility in dealing with legitimate
customer concerns, creativity in putting new services
and emphases on the respect for employees who are all,
directly and indirectly, involved in the service
delivery process. With the findings of this research
report-- information on desirable supplier's attribute
profile, competitor-positioning and value of the Service
Package--- the Company should be in a better position to
formulate a rational "Total Offer" marketing strategy
that is compatible both with the internal organisational
culture and external market environment.
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Implications for Further Research
Many implications arise from the findings reported
in this work. Some of the more intriguing implications
are as follows:-
a. Results of the research conducted suggest that the
core elements of the benefit bundles are product,
supply, quality consistency, technical and
commercial services. However, the exact natures of
these supplier attributes have not been eludicated.
For example, "quality consistency" may have to be
defined with tolerance levels which may also vary
with factories. Some factories/segments may accept
higher tolerance than the other. Technical and
commercial services, actually consist of widely
varied elements what exactly are these elements
and which element combination would appeal better
to a particular segment? All these information
would be required for the Company to strike out an
effective Service Package for a particular
customer/segments.
b. The positioning study conducted has been based on
the perception of industry average. However, it
would be more informative if the positioning of
individual dyestuff suppliers could be mapped out
according to segments. Besides, strengths and
weaknesses of these suppliers should be studied in
terms of the better defined, service elements
identified under point (a).
c. This research was purposely carried out over a
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period of stability in order to avoid any
undesirable influences on interviewees' perception
and responses due to changes like price increase,
short supply etc. However, in the current business
world, these changes are inevitable. It would be
of particular interest for a dyestuff supplier to
find out the desirable supplier attributes during
the change, how would the factories react to these
changes and what would be the new position mapping
for individual suppliers during the changes.
Additional research into these and selected
questions on situation specific variables should be
useful.
d. Personal selling is important in the dyestuff
business and guanxi
emphasized by some interviewees. The role of
personal selling and guanxi in the dyestuff
purchase decision process should warrant more
research effort.
In view of the importance of matching service
elements in dyestuff marketing, there are also other
provocative issues for consideration, such as is the
current marketing organisation and organisation culture
are compatible with the service oriented marketing
strategy? The other important implication is how should
a dyestuff supplier deal with service requirements
during crises such as temporary supply shortage and
quality problems. The above set of research
implications suggest that the researchers should think
關 係 has been particularly
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broadly about industrial marketing and espeically about
the service elements in industiral marketing. The
results of such research, without any doubt, will enable
a dyestuff supplier to know more and to excel in the
marketplace.
It is hoped that the research works conducted and
the research issues proposed should not be only useful
to the Company but would also contribute usefully
to the very scarce literatures on dyestuff marketing and
industrial marketing in general.
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APPENDIX
: Survey Questionnaire kuninese Language
: Survey Questionnaire (English Language)
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TELEGRAM• SINOVERSITY
香 港 新 界 沙 田 · 電 話 零 · 六 三 五 二 一 一 一SHATIN• NT• HONG KONG• TEL.: 0-6352111 TELEX• 50301 CUHK HX
TEL. 0-6352783
工 商 管 理 學 院 碩 士 課 程 部
MBA Division
Faculty of Business Administration
學 生 專 題 研 究 用 箋
Student Research Projects
研 究 工 業 購 買 行 為 的 調 查 問 卷
您 好 ！
這 份 問 卷 是 香 港 中 文 大 學 工 商 管 理 系 碩 士 課 程 研 究 有 關 工 業 購 買
行 為 決 定 因 素 的 調 查 問 卷 。 當 然 ， 這 次 的 研 究 調 查 對 象 是 紡 織 漂 染 廠 。
這 份 問 卷 的 內 容 及 答 案 都 是 絶 對 保 密 。 在 任 何 情 況 下 ， 被 訪 者 的 個 人 身
份 及 有 關 資 料 都 不 會 被 提 及 。 如 果 能 得 到 您 的 合 作 ， 在 研 究 報 告 完 成 後 ，
我 很 樂 意 給 您 提 供 研 究 報 告 撮 要 作 參 考 之 用 。
謝 謝 您 的 合 作 。
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當 決 定 購 買 染 料 或 選 擇 某 一 染 料 供 應 商 ， 你 會 考 慮 很 多 不 同 因 素 ， 請
評 估 一 下 每 個 因 素 對 您 下 購 買 決 定 的 重 要 性 。 我 會 給 您 一 張 問 卷 ， 由 您
將 答 案 填 上 。
決 定 因 素 的 重 要 性 可 以 用 由 0 至 10 範 圍 內 任 何 一 個 數 宜 表 示 。 其 中
0 代 表 不 重 要 而 10 則 表 示 非 常 重 要 。 中 間 數 值 類 推 。 當 您 對 某 一
因 素 作 出 評 估 後 ， 請 把 答 案 填 入 比 例 表 空 格 內 。 例 如 ：
0 1 2 3 4 5 6 7 8 9 10
不 重 要 非 常 重 要
一
般
請 考 慮 一 下 下 列 各 因 素 及 評 估 其 對 您 作 出 購 買 決 定 的 重 要 性 。
一 ） 產 品 ： 所 選 用 的 染 料 都 要 具 備 最 高 的 堅 牢 度 和 最 好 的 應 用 性 能 。
0 1 2 3 4 5 6 7 8 9 10
不 重 要
非 常 重 要
一
般
假 如 你 心 目 中 的 產 品 本 身 能 達 到 你 對 顏 色 和 堅 牢 度 應 用 等 要 求 ， 你 會 對 下
列 各 因 素 作 出 怎 樣 的 評 估 。
二 ） 供 應 ： 染 料 供 應 無 缺 ， 換 言 之 ， 可 以 保 証 立 刻 供 貨 ， 不 影 響 生 產 。
0 1 2 3 4 5 6 7 8 9 10
不 重 要
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三 ） 產 品 質 量 穩 定 性 ： 這 色 括 色 光 ， 力 度 ， 染 色 及 應 用 性 能 等 等 。
0 1 2 3 4 5 6 7 8 9 10
不 重 要 非 常 重 要
一
般
四 ） 價 錢 ： 在 已 考 慮 染 料 的 力 份 後 ， 產 品 的 價 錢 水 平 高 低 。
0 1 2 3 4 5 6 7 8 9 10
不 重 要
非 常 重 要
一
般
五 ） 價 錢 彈 性 ： 購 買 大 數 量 的 折 扣 ， 特 價 等 等 。
0 1 2 3 4 5 6 7 8 9 10
不 重 要 非 常 重 要
一
般
六 ） 技 術 服 務 ： 提 供 技 術 訓 練 ， 色 樣 配 方 ， 堅 牢 度 測 定 及 其 他
試 驗 等 等 。
0 1 2 3 4 5 6 7 8 9 10
不 重 要
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七 ） 技 術 支 援 服 務 ： 提 供 專 家 顧 問 服 務 ， 幫 助 您 解 決 生 笙 及 技 術 上
的 困 難 ， 協 助 您 改 進 現 成 工 藝 ， 引 進 新 產 品 ， 新
工 藝 及 各 有 關 方 面 的 專 家 意 見 等 等 。
0 1 2 3 4 5 6 7 8 9 10
不 重 要 非 常 重 要
一
般
八 ） 產 品 包 裝 ： 應 用 處 理 方 便 。
0 1 2 3 4 5 6 7 8 9 10
不 重 要 非 常 重 要
一
般
九 ） 帳 期 及 付 款 方 法 的 彈 性
0 1 2 3 4 5 6 7 8 9 10
不 重 要
非 常 重 要
一
般
十 ） 業 務 上 的 服 務 ： 提 供 有 關 資 源 及 價 格 變 動 的 消 息 ， 快 速 處
理 詢 價 ， 訂 貨 、 送 貨 、 票 據 往 來 及 投 訴 等 各 事 宜 。
營 業 代 表 的 服 務 及 提 供 行 業 內 外 有 關 的 業 務 消 息 。
0 1 2 3 4 5 6 7 8 9 10
不 重 要
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十 一 ） 聲 譽 ： 染 料 供 應 商 及 其 產 品 的 形 像 和 聲 譽 。
0 1 2 3 4 5 6 7 8 9 10
不 重 要 非 常 重 要
一
般
十 二 ） 除 以 上 各 點 外 ， 還 有 沒 有 其 他 你 認 為 是 重 要 的 因 素 ， 需 要
列 入 考 慮 ？ 如 果 有 的 話 ， 請 將 這 些 因 素 列 出 來 及 對 其 進 行
評 估 。
甲 ）
0 1 2 3 4 5 6 7 8 9 10
不 重 要




0 1 2 3 4 5 6 7 8 9 10
不 重 要




0 1 2 3 4 5 6 7 8 9 10
不 重 要
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十 三 ） 請 在 下 面 圖 表 中 ， 列 出 在 各 別 因 素 項 目 上 有 優 良 表 現 的 ， 您 認 為 是
首 三 名 染 料 供 應 商 。 在 每 項 因 素 下 ， 請 用 數 字 #1#2#3
（ 其 中 1


























總 體 表 現
產 品
供 應
產 品 質 量 穩 定 性
價 錢 水 平
價 錢 彈 性
技 術 服 務
技 術 支 援 服 務
產 品 包 裝
帳 期 及 付 款 方 法 彈 性
業 務 上 的 服 務
聲 譽
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十 四 ） 您 的 主 要 染 料 供 應 商 是
請 評 估 它 在 下 列 各 項 的 表 現 。 表 現 優 劣 可 以 用
0 至 10
範 圍 內 任 何 一 個 數 值 表 示 。 其 中
0 代 表 劣 ， 10 表 示 優 ； 中 間
數 值 類 推 。
一
般
0 1 2 3 4 5 6 7 8 9 10
總 體 表 現 劣 優
0 1 2 3 4 5 6 7 8 9 10
產 品 劣 優
0 1 2 3 4 5 6 7 8 9 10
供 應 劣 優
0 1 2 3 4 5 6 7 8 9 10
產 品 質 量 穩 定 性
劣 優
0 1 2 3 4 5 6 7 8 9 10
價 錢 水 平 劣 優
0 1 2 3 4 5 6 7 8 9 10
價 錢 彈 性 劣 優
0 1 2 3 4 5 6 7 8 9 10
技 術 服 務 劣 優
0 1 2 3 4 5 6 7 8 9 10
技 術 支 援 服 務 劣 優
0 1 2 3 4 5 6 7 8 9 10
產 品 包 裝 劣
優
0 1 2 3 4 5 6 7 8 9 10
帳 期 及 付 款 方 法 彈 性 劣
優
0 1 2 3 4 5 6 7 8 9 10
業 務 上 的 服 務 劣
優
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十 五 ） 假 如 有 一 個 新 的 染 料 供 應 商 想 向 您 提 供 一 些 與 你 現 行 使 用
的 類 似 產 品 ， 但 同 時 亦 向 您 提 供 不 同 程 度 的 ＂ 服 務 組 合 ＂ ，
即 各 個 上 述 （ 題 一 至 十 二 ） 因 素 的 組 合 。 請 考 慮 在 下 列 情 況 下 ，
您 覺 得 需 要 多 少 的 價 錢 折 扣 或 您 願 意 多 付 多 少 才 會 轉 換
染 料 供 應 商 ？
所 需 折 扣 願 多 付 ％
甲 ） 新 供 應 商 所 提 供 的 服 務 組 合
較 現 行 供 應 商 差 得 多 。 您 需 要 的 折 扣 是
％
乙 ） 新 供 應 商 所 提 供 的 服 務 組 合
較 現 行 供 應 商 稍 差 。 你 需 要 的 折 扣 是
％
丙 ） 新 供 應 商 所 提 供 的 服 務 組 合
較 現 行 供 應 商 一 樣 。 你 需 要 的 折 扣 是
％
丁 ） 你 的 現 有 供 應 商 不 理 想 ， 而
新 供 應 商 所 提 供 的 服 務 組 合
較 現 行 供 應 商 的 稍 佳 ， 你 願 多 付
％
戊 ） 你 的 現 有 供 應 商 不 理 想 ， 而
新 供 應 商 所 提 供 的 服 務 組 合
較 現 行 供 應 商 的 好 得 多 ， 你 願 多 付
％
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十 六 ） 您 是 否 有 興 趣 知 道 本 項 研 究 的 結 果 ？
是 否
如 果 ＂ 是 ＂ 的 話 ， 請 填 上 下 面 表 格 ， 俾 使 我 能 將 報 告 撮 要
寄 給 你 。
姓 名 ：
地 址 ：
最 後 ， 謝 謝 您 的 合 作 。
完
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Student Research Projects
This is a questionnaire study about the decision making process in
industrial purchasing for the Three Year MBA Programme at the Chinese
University of Hong Kong. In this case, of course, it will relate to your
industry: dyeing factories. All answers will be kept confidential, and no
respondent will ever be identified individually. In return for your
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When you make a decision in dyestuff purchasing and/or in selecting
a particular dyestuff supplier, there are many factors you would consider.
I am going to give a form to fill in your answers. For each item, please
indicate how important or not important each one is to you by checking
one box, from 0for very unimportant to 10 for very important, or any
number in between. For example, after you have rated a purchase decision
factor, then you check the rating into the following box:-




Please rate the importance of the tonowing racrors in me purundst
decision process.
1) PRODUCT: The dyes that can provide the best fastness and process
performance.





Assuming the products considered can rneei yuu! Jiiauc iaOLiiF-O.
requirements, then how would you rate the following factors:-
2) SUPPLY: You have the dyestuff supply whenever you need it, that is,
you are assured prompt delivery
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3) PRODUCT QUALITY CONSISTENCY: In shade, strength, performance, etc.




4) PRICE LEVEL: The unit price after taken into consideration the relativ
tinctorial strength.




5) PRICE FLEXIBILITY: Flexibility in pricing, for example, quantity discounts,
special prices etc.





6) TECHNICAL SERVICES: For example, training facilities, colour matching,
fastness testing etc.
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7) TECHNICAL BACKUP: To provide assistance to solve your production
and/or technical problems, to improve your
production processes and to provide expert
knowledge on these matters.






8) PACKAGING: The quality of dyestuff drums and markings.




9) PAYMENT TERM FLEXIBILITY: Credit terms.





10) COMMERCIAL SERVICES: Handling of complaint of any nature. To
provide information on supply situation, quick response in
order processing, quotation enquiry, delivery, frequent calls
by representatives, information about market activities, etc
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11) RPT 1TATT(TN- ThPmnaP of the cnnlipr and his nrnducts




12) Are there any other factors that you would consider important and
should be included? If so, please write them in the boxes provided
below and rate each one as you did the items above (1-11).
A)

















13) In the table below are shown the major dyestuff suppliers in
Hong Kong. Please rate the performance of these suppliers. For
each performance factor, rank three suppliers of top performance
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14) Your current main supplier is
Please rate the performance of your current main supplier by checking
one box, from "0" for very poor to "10" for excellent, or any
number in between.
average
0 1 2 3 4 5 6 7 8 9 10
overall performance very excellent
poor
0 1 2 3 4 5 6 7 8 9 10
veryproduct excellent
poor




0 1 2 3 4 5 6 7 8 9 10
product quality very excellent
poor








0 1 2 3 4 5 6 7 8 9 10
tech services excellentvery
poor
0 1 2 3 4 5 6 7 8 9 10
excellentverytech backup
poor
0 1 2 3 4 5 6 7 8 9 10
packaging excellentvery
poor
0 1 2 3 4 5 6 7 8 9 10
payment flexibility excellentvery
poor
0 1 2 3 4 5 6 7 8 9 10
excellentverycommercial
services poor
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15) Suppose a new supplier came to you and offered you similar products
under various conditions of services that go along with the product,
that is, .....the "package" of services that include the kinds of things
that we haved listed in the questions (1-12) so far. Under each of the
following situations, what percent price discount or price premium
would you pay in order to make the switch worthwhile to you?
price discount price premium
you would need you would pay
a) The services offered by the new
supplier are much inferior ,to
the current supplier. What percent
discount would you need to make the
switch worthwhile to you?
b) The services offered by the new
supplier are slightly inferior to
the current supplier. What percent
discount would you need to make the
switch worthwhile to you?
c) The services offered by the new
supplier are the same as the
current supplier. What percent
discount would you need to make the
switch worthwhile to you?
d) The service performance of your current
supplier is not satisfactory. The services
offered by the new supplier are slightly
better. What percentage of premium do
you think you would pay if you were to
make the switch?
e) The service performance of your current
supplier is not satisfactory. The services
offered by the new supplier are much better.
What percentage of premium do you think
you would pay if you were to make the
switch?
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16) Are you interested in the results of this research report?
YES NO
If you would like a copy of the summary of the finding of this
research report, please fill in the following form.
NAME:
ADDRESS:
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